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RESEARCH METHODOLOGY

An online, quantitative study was conducted amongst 1,000
males working in “white collar” positions, in both Australia, and
Japan (2,000 respondents in total). The following report
provides insight into the Australian audience only.

A range of measures were taken to capture attitudes,
behaviours and feedback, taking special care to minimise
cultural differences in scale answering tendencies, and to
favour “actionable responses” that are based on actual
behaviour as opposed to mere “sentiment”.

Further, efforts were taken in the research to provide a space
to elicit honest & genuine responses to identify barriers to
gender equality initiatives since obtaining honest responses is
crucial to gaining an accurate understanding of where
workplaces are currently at, and what work remains to be
done.

Qualitative, open-ended questions were also employed to help
provide depth, particularly around real-life experiences and
what male workers believe might be helpful to inspire
colleagues to also champion the cause.




RESEARCH BACKGROUND

The Dream Collective’s mission is to act as a catalyst and
driving force behind improvements to diversity and
inclusivity practices in the workplace; especially with a
goal of seeing greater female representation in leadership
positions.

Key to the value of this research is the uncovering of real
male perceptions and attitudes toward gender equality
and DEIl initiatives; highlighting the key motivators that
could drive engagement and participation, and the
possible barriers that stand in the way of valuable training
and discussion in this space.
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FINDINGS OVERVIEW

52%

men feel they are suffering from reverse-discrimination, but the majority
say their opportunities for advancement in the workplace has either
remained the same (57%) or in some cases, improved (26%), indicating
discrepancy between perception and reality.

48"

say they feel fatigued by the diversity and inclusion discussion but 87% said
that they had either not seen any significant change to their work
environment (61%) or said their work environment has become more
empowering over the last 2 years (26%), possibly demonstrating that
discussion and awareness of inclusion benefits everyone

61*

Whilst awareness and willingness to engage is high amongst men 61%, it’s
driven more by obligation than personal conviction, with 36% believing that
promoting gender equality is a zero-sum game and only 22% believing
that their actions would have a critical impact on gender equality.

33%

When it comes to engaging and motivating participants in gender equality
initiatives, 33% said those led by human resources are “Not at all
motivating or engaging”, suggesting that in order for gender equality (GE)
initiatives to be effective, a fresh, holistic approach is needed.
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SAMPLE PROFILE

| sample [ ausn | aus® |

Survey qualifiers 1,010 100%*
Gender | |

Total 1,010 100%*

Male 1,010 100%
Cigetcaremeny |

Zoomers / Gen Z (18-24) 149 15%

Millennials / Gen Y (25-40) 299 30%

Generation X (41-56) 295 29%

Baby Boomers (57-75) 248 25%

Silent Generation (76+) 19 Dk
mong L

NSW 365 36%

VIC 274 27%

QLD 163 16%

SA 82 8%

WA 77 8%

ACT, TAS & NT 49 5%

| workstates | ausn_|Aus®

White Collar / Office / Professional 837 83%

Administrative Worker - -

Service / Retail / Hospitality 173 17%
Top Management 93 9%
e.g. Chairman, VP, Board of Directors, C-Level

Senior / Middle Management %
e.g. GM, Regional Manager 261 26
First-Line Management %
e.g. Supervisor, Office Manager, Team Leader 2 25
Employee / Worker 398 39%
Other 13 i
Prefer not to say 1 <1%*

Business Size -

Micro Business

%
(Sole trader, or 2-4 employees) 72 7
Small-Medium Business %
(5-199 employees) 486 48
Enterprise 452 45%

(200+ employees)

Manufacturing

Retail Trade

Professional, Scientific & Technical Services

Information, Media & Telecommunications

Other Services

Healthcare & Social Assistance
Education & Training

Financial & Insurance Services
Public Administration & Safety
Transport, Postal & Warehousing
Construction

Wholesale Trade

Administrative & Support Services
Accommodation & Food Services
Rental, Hiring & Real Estate Services
Arts & Recreation Services
Electricity, Gas, Water & Waste Services
Agriculture, Forestry & Fishing
Mining

Other

58
101
139
72
20
96
20
87
63
51
35
22
34
38
23
17
13

12
34
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MALE PERCEPTIONS
& ARCHETYPE

How do men in white-collar
occupations view Gender
Equality?

Allyship and Gender Equality Report | November 2021
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CHANGE The majority of Australian men working in white-collar positions do not feel that their
IN MEN’S experience working in their profession or industry has changed significantly in the past 2
EXPERIENCES years; and certainly, very few men feel as though their situation has worsened — with the

possible exception of job security.

change in their situation when it comes to job opportunities, feeling
comfortable to speak freely, empowerment, or respect from

colleagues, roughly one quarter of men actually feel that their situation
has improved on these dimensions

51 % While just over half of men feel as though there has been no significant

has improved since 2 years ago.

34% actually believe that the level of respect they receive from colleagues
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WHICH
SOURCES BUILD
PERCEPTIONS ON
GENDER
EQUALITY?

Men do believe that they are informed when it comes to gender issues and the idea of gender
equality; the majority of working men feel at least a minor influence from several different
sources, and a major influence from some in particular.

equality affects all of us’ and that something needs to be done

%
80 (o) The significant majority of men in Australian do believe that ‘gender

perceptions, with 45% saying that this is their primary influence; though
around 3 in 10 also cite workplace experiences, independent research, and
even training or education. By comparison, few men say that the opinions of
friends or peers influences them on these issues.

q 5% Lived personal experiences tend to be a critical influence on gender issues

to the point where reverse discrimination is occurring (52%).

48% Of men feel fatigued by gender equality,, and also believe things have got
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WHICH
SOURCES BUILD
PERCEPTIONS ON

GENDER % Just under half (45%) of men believe that men and women are already
EQUALITY? 4 5 treated equally, and that if women fall behind, men aren’t to blame, but
rather it could sometimes be due to the drive or motivation of women

%
3 O (o] Slightly more encouragingly, only 30% believe ‘it is not really my

responsibility’...

%
26 (o] ..And even fewer say that “men and women aren’t supposed to be

equal”

10
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GENDER
EQUALITY
SPECIFICALLY
IN THE

WORKPLACE Evidence suggests that Australian men are now familiar with the concept of gender equality.

O/ say that when it comes to women’s career advancement, “/ have
60 (o] greater awareness than my peers do”. However, while awareness —
and even willingness to engage in initiatives — is high, this is not the

same thing as personal conviction

s

career advancement, ‘this is driven primarily by obligation, as opposed
to strong personal convictions’

61 % say that while they make great efforts to meet targets for women’s

1
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Encouragingly, two thirds (65%) of Australian men believe that when

(o)
SPEAKING %
UP colleagues make gender stereotypes or comments that are

inappropriate in terms of gender equality, these occurrences have a
negative effect on the workplace, and only 1 in 8 believe that such
situations actually have a positive effect

Nevertheless, this negative effect tends to be seen as rather subtle. Rather than ‘setting back
gender equality efforts’, it is more a case of ‘normalising discrimination’.

negative effect, most men (up to 70%) say they would feel comfortable
about speaking up about such behaviour. ‘Reporting’ behaviour like this is
most likely to be informal — men are most comfortable speaking to
another colleague, and least comfortable speaking to HR or other staff

management

70% In line with the high proportion that view such situations as having a

12
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MALE
ARCHETYPES:
WILLINGNESS VS.
ABILITY TO MAKE
CHANGE
the ideas or opinions of others, those who do think they can influence

others tend to think that they have only a minor impact (53%), rather
than a critical one (22%)

2 5% Whilst very few Australian men (25%) believe they have no impact on

proportion recognise the critical role and impact that men play in
achieving gender equality (54%); and virtually no men say they have
no role to play (8%)

5 1 % Showing the imbalance and the need for empowerment, a much higher

13



MALE PERCEPTIONS & ARCHETYPES

4 ARCHETYPES IDENTIFIED: WILLINGNESS VS. ABILITY

ABILITY (SELF-ASSESSED)

LOW

Men who consider themselves to have a critical impact on
others — what they say or do is commonly followed — and yet
they think men have only a minor role to play, or no role at all,
when it comes to gender equality.

Men who may work against the GE movement.

Men who consider themselves to have only a minor impact on
what others think or do (or none at all) — and they also think that
men have only a minor role to play, or no role at all, in gender
equality.

Men who will be difficult to engage in the GE movement.

HIGH

Men who consider themselves to have a critical impact on
others — what they say or do is commonly followed — AND they
believe that the actions and involvement of men are critical to
achieving gender equality.

Men who will be true “allies” in the GE movement.

Men who consider themselves to have only a minor impact on
what others think or do (or none at all) — BUT they believe that
the actions and involvement of men are critical to achieving
gender equality.

Men who will need to be empowered by in the GE movement.

HOIH
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Amongst  Australian  male
workers, nearly 4 in 5 believe
they have only a relatively
low ability to enact change
when it comes to gender
equality; inspiring and
motivating their colleagues.
Amongst these men, however,
they are split almost 50/50
according to whether they
believe men have a large role
to play, or a small one.

The proportion who view their
ability to make a difference as
high, but their willingness to
be low, is very small.

14



MALE PERCEPTIONS & ARCHETYPES

AMONGST WHITE-COLLAR
MALES IN AUSTRALIA...

believe they could have a critical

O/ impact within their organisation

o or industry by inspiring
colleagues and getting them to
listen to their ideas and

opinions

% believe that they have no impact
and that what they say or do has
no effect on others

Q What impact do you think you could have on gender equality within your organisation or industry, in terms of your ability
to inspire and motivate your fellow colleagues, and your colleagues listening to any ideas or opinions that you have?
Base: Australia (n=1,010)

Allyship and Gender Equality Report | November 2021
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Amongst Australian men, it is the

- . This is despite the obvious result that Those in family life stages also
younger generations that perceive . . . . .
. men in more senior roles recognise view themselves as having greater
themselves as having greater their greater degree of influence influence on others’ viewpoints
SUB-GROUP influence on their peers 9 9 : points.
GENERATION HH STRUCTURE ROLE BUSINESS SIZE
100%
90% 22% 21% 19%
29% e
80%
70%
60%
49%
53%
50% 57%
40% 60%
30%
20%
30%
0% [JEE 19%
1%
0%
Total Zoomers/  Millennials/ Generation Baby Adult Families Top Mgmt Senior/ First-Line Employee/ Micro SMB Enterprise
GenZ GenY X Boomers  households Middle Mgmt Mgmt Worker Business
\ 3 Q What impact do you think you could have on gender equality within your organisation or industry, in terms of your ability . No impaCt . Minor impaCt . Critical impaCt
Allyship and Gender Equality Report | November 2021 to inspire and motivate your fellow colleagues, and your colleagues listening to any ideas or opinions that you have? 16

Base: Australia (n=1,010).
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ATTITUDES TO GENDER EQUALITY IN SOCIETY

Australian male white-collar workers tend to agree Within Australia, it is older generations who Interestingly, Australian men are more likely to

that “gender equality affects all of us” and that are more greatly feeling the fatigue from GE, feel fatigued from GE, think that men now

something needs to be done — three quarters of and believe that men are suffering from suffer from reverse-discrimination, and that
SUB-GROUP men (or more) agree this is true. reverse-discrimination. men and women are already treated equally.

70% 65%
60%
50%
40%
30%
20%
10%
0%
Gender equality affects all If women fall behind in Men are now suffering from | actually feel fatigued from | think that men and | believe there is an issue Men and women aren’t
of us, including men — | society or the workplace, reverse-discrimination, to the it — I'm tired of hearing women are treated equally with gender equality, but supposed to be equal. |
think we need to do men aren’t to blame — point where they are missing about it already — | don’t know what it's not my place to say believe gender initiatives
something about it sometimes women are less out on opportunities (like the problem is anything, as it’s not really actually do more harm than
driven or motivated promotions at work) my responsibility good

\ 3 Q What are your honest thoughts when it comes to gender equality generally in our
Allyship and Gender Equality Report | November 2021 society? Choose “true” or “false” for each statement, according to what you believe. 17
Base: Australia (n=1,010)
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AMONGST WHITE-COLLAR
MALES IN AUSTRALIA...

/o believe that the actions and
involvement of men are critical
to achieving gender equality

ONLY

/o believe that men have
no role to play
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MEASURE OF PERSONAL IMPACT TO ENACT CHANGE ollective

v

Men in Australia in more senior roles are more likely to recognise U (5 (91t Semeiakis (e Celse) I &) SISl [PRopeliilel Clleliss i

BY e o . Baby Boomer generation, too; however, it is Gen Z that seem to most
the critical impact that men have on achieving gender equality. . ) .
SUB-GROUP greatly recognise the importance of the actions of men.

GENERATION HH STRUCTURE ROLE BUSINESS SIZE
100%
90%
80% v
e 54% 49% 50%
66%
60%
50%
40%
30% 38%
41% 44%
10%
5% . 7% 12% 9% 8% 10% . o =
0% 2
Total Zoomers/ Millennials/  Generation Baby Adult Families Top Mgmt Senior/ First-Line Employee/ Micro SMB Enterprise
GenZ GenY X Boomers households Middle Mgmt Mgmt Worker Business

. No impact . Minor impact . Critical impact
Allyship and Gender Equality Report | November 2021 19
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WILLINGNESS VS. ABILITY

LOW HIGH Y
BY
GENERATION

.
17% ,
14% 14%
3% 2%
[ - - — @
. . 2=
Zoomers/Gen Z Millennials/Gen Y Generation X Baby Boomers Zoomers/Gen Z Millennials/Gen Y Generation X Baby Boomers Zoomers / Gen Z are
over-represented
TOTAL: 5% 17%
TOTAL:7% amongst the ally group,
having a high willingness
Men who may work against us in the GE movement. Men who will be true “allies” in the GE movement. to make a change, as well

as a strong ability to
influence others. The

a
L
0
(2]
L
0
(]
<
L
|
L
a
>
=
—
[11]
<

& ) % & q a o
i 43% % 36% disengaged in Australia
are more likely to be from
: older generations.
0
Zoomers/Gen Z Millennials/Gen Y Generation X Baby Boomers Zoomers/Gen Z Millennials/Gen Y Generation X Baby Boomers
TOTAL: 41% TOTAL: 37%

Men who will be difficult to engage in the GE movement. Men who will need to be empowered by in the GE movement.

20



ABILITY (SELF-ASSESSED)

MALE PERCEPTIONS & ARCHETYPES

WILLINGNESS VS. ABILITY

9% 8%
5%
[ ] ] =
. —_—
Top Mgmt Senia/Midde Mgmt First-Line Mgmt Employee / warker
TOTAL: 5%

Men who consider themselves to have a critical impact on others — what
they say or do is commonly followed — and yet they think men have only a
minor role to play, or no role at all, when it comes to gender equality.

4% 43% 42%
30% I I I
Top Mgmt Senia/Midde Mgmt First-ine Mgmt Employee / warker

TOTAL: 41%

Men who consider themselves to have only a minor impact on what others
think or do (or none at all) — and they also think that men have only a minor
role to play, or no role at all, in gender equality.

37%
26%
I . -
Top Mgmt Senia/Midde Mgmt First-ine Mgmt Employee/ waker
TOTAL: 17%

Men who consider themselves to have a critical impact on others — what
they say or do is commonly followed — AND they believe that the actions
and involvement of men are critical to achieving gender equality.

43%
40%
} i I I
Top Mgmt Senia/Midde Mgmt First-ine Mgmt Employee/ waker

TOTAL: 37%

Men who consider themselves to have only a minor impact on what others
think or do (or none at all) — BUT they believe that the actions and
involvement of men are critical to achieving gender equality.

HOIH
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BY ROLE

Those in Top Management are
most likely to present as the
true “ally” archetype, with high
ability and high willingness to
make a difference. There is,
however, also an element of
more senior management that
are resistant to change despite
having strong impact on others.
Lower tier workers are
over-represented amongst the
archetype that needs
empowerment (high willingness
but low ability to enact change).

21
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How can men in white-collar
professions be most effectively it
reached and engaged, via training '
on Gender Equality, Diversity and g
Inclusion initiatives?
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RESPONSE
TO TRAINING % The most common response that Australian men are likely to give to
3 7 GE & DEI training is one of partnership; 37% are keen to participate

together with, and for the encouragement of, others

effort — 12% are willing to lead the charge, while 25% say they would
be willing to be a ‘first mover’ in the initiative. Encouragingly, only
very few (26%) would act as followers, laggards, or rejectors; the latter
comprising only 9% of total men

1 2% A substantial number are also willing to step up and champion the

a leadership role, 13% of them are also rejectors — a higher
proportion than any lower hierarchy levels

1 3% Whilst it’'s no surprise that top management are most willing to take on

#
[ g
7
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Overall, Australian men are motivated to engage and participate in workplace training on gender
equality primarily on altruistic and other-person oriented goals — that is, because they personally believe

KEY it's the right thing to do, and it's their way of supporting their female colleagues. 51% & 48% of them
PARTICIPATION (respectively) say these goals would ‘motivate them greatly’.
MOTIVATORS

for team development, and 40% that it would be good for family members and
relationships

1 5% They also have in mind some mutual benefits; 45% say such training would be good

training motivators — 41% say that it would be good for ‘my own personal
development’

1 1 % Australian men do not leave themselves out of the equation when it comes to the

However, the other self-oriented rationales tend to motivate less — only 25-26% say

%
(o) that it being a HR requirement, or good for my image and how I'm perceived, would
motivate them; and 31% say it would be good for my career opportunities

Amongst the resistant archetype (high ability, low willingness), more mutual and “other-person” centred
factors are more highly motivating. Positing the benefits for family members, team/company innovation,
and improved business performance may be more motivating than it is for other archetypes.

24
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WHO ARE THE TRAINING CHAMPIONS WHO WILL LEAD THE RESPONSE ellective
TO GE & DEI TRAINING?

26"

One quarter (26%) would take a passive
approach, either following others; only
participating if told by a superior, or
flat-out rejecting the training (around 1 in
10 for this latter cohort).

25%

In encouraging news, one quarter (25%) claim they
would help pioneer the initiative, being a “first mover”
and showing others the way, while around 1 in 8 (12%)
would be comfortable taking on a leadership (or
champion) role.

37”

As to be expected, the bulk of male white-collar
workers would respond with a somewhat “moderate”
degree of enthusiasm to planned GE & DEI training in
the workplace; 37% would take on a “partnership” role,
being keen to participate in unity with colleagues.

37%
25%

12% 1%

6% 9%

LEADER

| would seize the
opportunity to lead the
charge on this initiative

PIONEER

I would try and take the
opportunity to be one
of the ‘first movers’ and
show others the way
on this initiative

PARTNER

| would be keen to
participate together with
others in this initiative —
we would encourage
one another

FOLLOWER

If | saw that others had
already signed up for this,
then it would make me
more inclined to also join in

LAGGARD

| would probably only take
part in this if my boss or
manager asked me to

REJECTOR

If possible, | would not
take part in this initiative

25
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Real voices are most likely to strongly motivate
and engage men in gender equality training, :
Training needs to provide an opportunity to hear " ' PR /
real experiences from real people. m

In terms of converting learnings into action, a
two-way dialogue and workshopping that
values the input of men (and not being
one-way); as well as taking the time to provide
research-supported context and theory behind
the training are the two things that are most
likely to be seen as helpful by men.
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WHO ARE THE TRAINING CHAMPIONS WHO WILL LEAD THE RESPONSE
TO GE & DEI TRAINING?

o

v

BY ROLE

Amongst Australians, Top Management and also Senior Management
recognise their obligation to take on leadership roles when it comes
to GE & DEI initiatives, while Senior Management is most likely to

41% 41%

309 become pioneers of such training programs. Meanwhile — perhaps
38% 2 unsurprisingly — those at entry level positions are the least
" enthusiastic about GE & DEI training.
32% 33%
27% 29%
(]
21%
18%
16%
13%
1% 1%
e 7% i 7‘%
& 5% 4% 5% 4% °‘ .
| mZE
LEADER PIONEER PARTNER

FOLLOWER

LAGGARD REJECTOR

| would seize the

opportunity to lead the
charge on this initiative

| would try and take the
opportunity to be one
of the ‘first movers’ and
show others the way
on this initiative

| would be keen to
participate together with
others in this initiative —
we would encourage
one another

If | saw that others had
already signed up for this,
then it would make me
more inclined to also join in

| would probably only take
part in this if my boss or
manager asked me to

. Top Management

. First-Line Management . Employee/Worker

If possible, | would not
take part in this initiative

Senior/Middle Management

27
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WHO ARE THE TRAINING CHAMPIONS WHO WILL LEAD THE RESPONSE eleetive
TO GE & DEI TRAINING?
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LEADERS & Construction [N 46% TOP 4 INDUSTRIES

PIONEERS WITHIN EACH LEVEL

i Aol
& Warehousing 45% o SPONS

| would seize the opportunity to
lead the charge on this initiative

3 0,

PARTNERS & Other Services [ 80% - | would try and take the opportunity to be one of the
FOLLOWERS _ loneer ‘first movers’ and show others the way on this initiative
whotessle ace [ 55%

Professional, Scientific A3 .
el ; | would be keen to participate together with others
SicelinicaliSerces R RRRROEEBBBBBBBBEBBBBBBBEEEEBEREEEB 53% Partner in this initiative — we would encourage one another
L eenvice: I =/ :
Insurance Services 48%
Foll If | saw that others had already signed up for this,
ollower then it would make me more inclined to also join in

SRR PP serory I | would probably only tak h :
would probably only take part in this
REJECTORS Laggard if my boss or manager asked me to
vt o | 25

Constuction: N Rejector If possible, | would not take part in this initiative

Financial &
insurance Services NN 22%

(“LEADERS TO
; LAGGARDS”)
& Food Services 45%
Info, Media
& Tolecoms N 44%
Leader

Allyship and Gender Equality Report | November 2021 Q If your workplace began planning for a training course on gender equality, diversity, and inclusion, which answer best describes how you would respond? 28
Base: Australia (n=1,010)
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MESSAGING TO STIMULATE INTEREST IN GENDER EQUALITY ollective

Desired messaging for GE training is highly varied, however, a large focus

and emphasis on true equality between the genders is a strong theme that s kac 'i ‘,‘f",""””""' it

is present. Merit and authenticity is another common theme that comes ’\/,,,“ " ()’ I‘[)Ia(o )'"’i')"”"

through from Australian working males in order to make an actual difference, i .('SI)('( l“”,"'("“ pi: GHGE LTt ¥ " ione ! Inforilied =y 1

as they see it. Loy DOINE I’()Wlll'e,,/ ,A”(I"( ll&'ll e”" ‘Diver ‘(’ Betlel =

'llmu

\,ul(lll : ; (h (II "
» (nlluu. ”Iflll essa ellsl‘ll‘) e
l(’(l”l : |, €A~ nciude Sociely (0,,,(, : I:mi‘ . '@ Tore
tuati \lready ‘0 2 Discuss @) ry Ay I}el"o: ut
5 A . Hml ' ( ()"e r nl” i . % (5 unml Tace
The metoo movement (shifted my perceptions on GE). We all have female Use : S Nogethes » 2} ! lllll(’
friends but little was spoken about until that started. | had females family 'Go ‘ ';':Z'/\'- d : v e lnl"IlL !
members and colleagues coming forward about sexual harassment which | Sex ; i oot
have never heard before,  Unfortunately where | work..my boss now and i nom : fac (’l’l.{l(( im
then makes comments that women are not good enough.” (mu[:,/ I" 1l / g h L’, :
Peer )(”l‘) : : ( oy " nequalily o g Py "
“Discussions with my girlfriend about critical issues in the world...has allowed "\l"{' upport-lnpory lll”ll)(‘lllll Both W W ¥ Oppor ’”""" Busy l ’”("I o
me to see a different view in the workplace and other areas.” ourseu Rl Dl g A ome “ll_"
P, S X e tctual
5 TR . . “kee Interests .=.L’0[)IL s
Working with female colleagues (and having a female supervisor) helped me “Par ) > l ('(’l'\'()ll(’ Take
e : g < tandasty 1 ) omole YO
understand that gender equality is important and worth working towards. {iter 2

29
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PROGRAM FORMATS THAT ARE MOST AND LEAST ENGAGING ollective

/a""*f ':;*.J‘i\ Men in Australian workplaces are most likely to find hearing real voices and real-life experiences the most motivating! Training that includes their peers and is driven by
i - ( workplace champions is also likely to be highly motivating and engaging, and men will find live workshops and case studies largely motivating.
. f’ HR-driven sessions, training done externally, and one-to-ones are least motivating.
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Real voices Training together Led by workplace Live workshops Case studies One-to-one Training apart from Led by our HR
(hearing experiences with my peers champions / leaders coaching my peers (e.g. with department
from real people) external participants)

. Not at all motivating/engaging . Somewhat motivating / engaging
Q To what extent would each of the following things engage and motivate you,

Allyship and Gender Equality Report | November 2021 if you were to take part in a training program on gender equality? . Highly motivating / engaging
Base: Australia (n=1,010)
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ENVIRONMENTS RANKED TOP 3 FOR LEARNING & DISCUSSION

TOP 3 ENVIRONMENTS FOR

women from your org. HIGH AB'L'TY,
Amongst both men & women _ 50% LOW WILLINGNESS “
external to your org.
Amongst only men, ;
externa% to yoﬁr org. _ 32% BY ARCHE‘TYPE
Amongst both men & _ 78% TOP 3 ENVIRONMENTS FOR
women from your org. HIGH ABlLlTY,
pmongs o men & voren | - HIGH WILLINGNESS
external to your org.
In Australia, the potentially “obstinate” with
A M | a 18% ?

i el - higher ability to make change but lower
willingness, differ by viewing an environment
where only other men, ex-organisation as

Vﬁ)“%%”ngfsrgt;?;';meo”rg‘ 69% TOP 3 ENVIRONMENTS FOR being more preferable than other archetypes

‘ LOW ABILITY, (but still behind co-gendered environments).
Amongst both men & women 58% LOW WILLINGNESS
external to your org.

In private; self-learning 29% The “disengaged” are relatively more likely to
find private, self-learning environments more
preferable, vs. other archetypes.

srorozeonrer s | <> TOP 3 ENVIRONMENTS FOR

women from your org.

¥ b 2 LOW ABILITY,
mongst both men &« women

G e - HIGH WILLINGNESS

21%

In private; self-learning
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Amongst men in Australia, the strongest motivators for taking
part in GE training have an altruistic theme, placing the benefit
of others first — personally believing it’s the “right thing to do”,
and being their way of “supporting their female colleagues™.

Allyship and Gender Equality Report | November 2021 3D
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TRAINING MOTIVATORS

KEY PARTICIPATION MOTIVATORS FOR WORKPLACE GE TRAINING

| personally believe it’s the right thing to do

Good for the development of my team

My way of supporting my female colleagues

Good for my own personal development

Good for my family members & our relationship

Increased innovation & progressiveness for team / company

Improved business performance

Good for the company’s corporate image

My way of being a team player

Good for my career opportunities within business

Improved products & services offered by our company

Good for my image & how I’'m perceived by others

A HR requirement

Allyship and Gender Equality Report | November 2021
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Q How much would each of the following factors motivate you to engage and participate in workplace training on gender

14%
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21%
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equality?
Base: Australia (n=1,010)

v

Australian male workers say that these
aspects motivate them to engage and
participate in GE workplace training.

. Self-oriented

M Mutually-oriented

. Other person-oriented
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TRAINING BARRIERS

What are the key barriers
to overcome for men to
act, and take partin
GE/DEI training?
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MALE ONLY
ATTENDEES

male-only environment as being necessary for GE training. In fact, the
overall preference is for mixed gender training, with other participants
from their organisation, and 63% of participants say that a male-only
environment would be ‘not important’ and that they would not mind who
else is in attendance

63% Encouragingly, for the most part, male white collar workers do not view a

e

The resistant archetype (high ability but low willingness to enact change) are more likely to
favour a male-only, extra-organisation environment but are still behind co-gendered
environments).
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TRAINING BARRIERS

KEY
PARTICIPATION
BARRIERS
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participation measured (see page 38) would be an especially great
deterrent for them to engage and participate in workplace GE training
— on average, 16% of Australians say that any of the given factors
would deter them greatly. However, we can still expect some
resistance or reluctance — on average, 45% of Australians say that any
of the factors would deter them at least slightly

1 6% Overall, men do not indicate that any of the eight barriers to

participating, are somewhat ‘self-oriented’ — 20% cite the possibility
of ‘reduced opportunities for me’, and 19% saying the time required for
training and discussion would be a deterrent

2 O% The aspects that are most likely to deter men greatly from

Deterrents for the resistant archetype as well as those who need more empowerment
(high willingness but low self-assessed ability to make change) skew toward the
self-focused — the possibility of reduced opportunity, the time required for training, and, for
the unempowered, potential blowback / hostility. Meanwhile, the leading barrier for allies is
the perception that it does not match my workplace culture; and upsetting the status quo
is also a noteworthy deterrent
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Overall, differentiation is rather weak between
the various rationales as barriers to participating
in GE training and discussion.

However, time required for training and
discussion is the issue that is most likely to be
cited as a deterrent for Australian men.

“..[it would be a barrier] If it was a very lengthy process that
very greatly interrupted work. Another reason would be if
the process seemed to be an attack on males. The way
forward is progressively working together.”

“..[it would be a barrier] if the objective didn't align with the
overall company's goals. It's not about doing something for
the sake of it and so you can brag. It needs to be relevant
and it has to align with the overall culture and beliefs.”

“We don’t have barriers only time restraints. We are all very
busy even and the last thing any of us really need or want is
more training in a area which | don't believe has ever been
an issue.”

Allyship and Gender Equality Report | November 2021
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TRAINING BARRIERS
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KEY PARTICIPATION BARRIERS FOR WORKPLACE GE TRAINING elleetive

100%
90%
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30%
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0%

Time required for training and discussion acts as a
barrier for the largest number of Australian male
workers, with 58% saying it would either deter
them greatly, or at least slightly

Could lead to Time required Not related
reduced for training & to my job
opportunities for me discussion

(career progression,

etc)

The possibility of reduced career opportunities Otherwise, only a relatively small proportion (around 1 in 7, or
just eclipses it, however, as far as the proportion 15%) say that any of these factors would deter them greatly.
who say this reason would deter them greatly. 1 Generally, more than half of men in the workplace say that any
in 5 (20%) claim this of these factors wouldn’t deter them at all from GE training

M o) (o) S M

| don’t think gender Doesn’t match my Not enough of my Potential blowback / It upsets the
equality issues are workplace culture (it's male colleagues hostility from fellow ‘status quo’
really a big deal not something | could would be willing to male colleagues
see they’re doing) doit
Deter me greatly . Deter me slightly . Wouldn’t deter me at all
Self-oriented M  Mutually-oriented O @ Other person-oriented
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KEY PARTICIPATION BARRIERS FOR WORKPLACE GE TRAINING

TOP 4
BARRIERS BY
LO8: Al ARCHETYPE

% Would deter me greatly % Would deter me greatly
S Could lead to reduced opportunities for me 38% (0] Doesn’t match my workplace culture 23%
S Time required for training and discussion 32% S Could lead to reduced opportunities for me 20%
O Doesn’t match my workplace culture 32% S Not related to my role 20% Y
E S | Self-oriented
S Not related to my role 28% M It upsets the ‘status quo’ 19% o
E I M  Mutually-oriented
w The leading barrier for resistant workers is the perceived possibility of reduced For GE allies, not matching workplace culture is the leading barrier. The risk
7)) career opportunities. Not matching the culture of the workplace is also cited, more of upsetting the status quo is also (relatively) more of a barrier than for other
(7)) than it is for those with lower ability to bring about change. archetypes.
% O | Other person-oriented
7))
<. Men who may work against the GE movement. Men who will be true “allies” in the GE movement.
LL
—
LI.I % Would deter me greatly % Would deter me greatly
A
>_ S Time required for training & discussion 24% S Could lead to reduced opportunities for me 17%
=
: S Could lead to reduced opportunities for me 21% S Time required for training and discussion 14%
E S Not related to my role 19% S Potential blowback/hostility from fellow male colleagues 1%
M | don’t think gender equality issues are really a big deal 19% M | don’t think gender equality issues are really a big deal 10%

Those who need empowerment tend to rate barriers as less of a deterrent
overall (lower numbers). But potential blowback from colleagues is the 3rd
greatest barrier (while not being in the top 4 for other archetypes).

MO

Men who will be difficult to engage in the GE movement. Men who will need to be empowered by in the GE movement.
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CONCLUSION

PRACTICAL ACTIONS FOR BUSINESSES & INDIVIDUALS

LET’S GET HONEST:
Gender inequality affects everyone. We all play a vital role in being

active-allies to create environments in our work & home that is equitable &
inclusive for all.

EXTENDING OPPORTUNITIES:

Use your power to create & extend opportunities to support someone in
their career trajectory by providing access to professional & social networks,
Sponsorship & how to create visibility for others.

CHANGING SYSTEMS:

Go beyond individual actions to actively disrupt & change systems in our
workplace culture & society more broadly.

Consider:

Consider:

Consider:
Sponsorship

Consider:

Diversity
Hiring Audit

¢

IN CONCLUSION...

Research to date has
focussed on the business
impact of diversity,
conclusively finding that
gender diversity leads to
better operational and
financial performance.

However, achieving that
kind of success can only
happen if the entire
organization takes part.

Wherever you are on your
gender D&l journey, these
practical actions are key to
sustainable change.

|
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Looking for support in your
own Diversity & Inclusion
initiatives? Get in touch today.

thedreamcollective.com.au

f The Dream Collective

L]
'n The Dream Collective

_thedreamcollective_
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